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School of Commerce, Finance and Accountancy, CHRIST (Deemed to be University), Delhi, India

ABSTRACT
This paper aims to develop a conceptual framework that elucidates the factors that 
impact sustainable luxury brand marketing, specifically focusing on the luxury fashion 
industry. The framework aims to highlight the role played by the industry in promoting 
economic, social, and environmental sustainability. By examining these factors, the 
study seeks to contribute to a better understanding of how luxury fashion brands can 
effectively incorporate sustainability into their marketing strategies, thereby fostering a 
more sustainable and responsible approach to luxury consumption. Applying the 
theoretical framework derived from the literature review and systematic mapping 
approach, we examine its relevance in the luxury fashion market. This exploration 
allows us to assess its practical applicability and gather empirical evidence regarding 
sustainable brand marketing in this context. This research will give an in-depth analysis 
of the major elements influencing the consumption of sustainable luxury goods. The 
findings expand our understanding of the sustainable practices adopted by luxury 
fashion brands, providing valuable insights for academia and the industry. This study’s 
implications are profound: luxury brand managers can enhance brand value through 
insights on sustainable fashion consumption drivers, while sustainable brands gain 
strategies for audience engagement and loyalty.

1.  Introduction

Governments, private organization and consumers are increasingly advocating the need to adopt more 
ecologically sustainable consumption and business models. This groundswell of support is driven by con-
cerns about the harmful environmental effects of climate change and the limited natural resources that 
are being depleted due to growing populations, especially in agriculture. Sustainability practices aim to 
meet present needs without compromising the needs of future generations (Franco et  al., 2019; Kerr & 
Landry, 2017). The luxury fashion industry is one sector that has been particularly scrutinized for its 
business practices concerning sustainability.

Recently the fashion industry has come under critical scrutiny from the media. Despite being a US $3 
trillion industry representing 2% of the world’s Gross Domestic Product (Fashion United, 2018; GDP), the 
industry’s sustainability shortcomings have been exposed by various incidents, such as Burberry’s burn-
ing of unsold clothes and the BBC’s documentary ‘Fashion’s Dirty Secrets’. These events have shed light 
on the social impact of fashion and raised concerns about traditional fashion production and consump-
tion practices. To address these concerns, sustainable luxury fashion (SLF) has emerged as a term encom-
passing clothing and behaviors that are less harmful to people and the planet. This movement has 
introduced alternative approaches to fashion, such as eco-fashion, ethical fashion, and slow-fashion, 
which challenge the rest of the industry to slow down and adopt more sustainable practices (Amatulli, 
De Angelis, & Donato, 2021). While the practical climate for SLF is rapidly developing through various 
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initiatives, the academic literature, with few exceptions has been slow to define and conceptualize SLF 
(Henninger et  al., 2016).

Unlike other industries with modest sustainability records, luxury fashion companies have faced crit-
icism for damaging biodiversity, animal abuse, generating waste and pollution, and exploitative labor 
practices, especially in developing countries (Hepner et  al., 2020; Woodside & Fine, 2019). Moreover, 
luxury fashion is accused of failing to use recycled and reusable materials and of shunning the circular 
economy. Despite these concerns, the luxury fashion sector has grown astoundingly, with a retail mar-
ket of over US $1 trillion (Brosseau et al., 2019). Luxury goods and services were once only accessible 
to the wealthy, but now younger consumers and all social classes can afford them, a phenomenon 
known as the democratisation of luxury (Jain et  al., 2017). In addition to increasing consumer desire for 
luxury brands, this democratisation, facilitated by fashion companies, launched affordable brands mar-
keted through shopping malls or sold online, such as Polo Ralph Lauren, Calvin Klein, and Tag Heuer 
Hepner (Woodside & Fine, 2019). These brands often take advantage of lower production costs to 
enhance affordability and are referred to as ‘masstige’—having broad consumer accessibility while main-
taining an image of prestige (Diddi & Niehm, 2017).

Luxury fashion brands significantly impact the economy, with the industry valued at US $240 
billion (Hashmi, 2017). However, many luxury firms are not profitable due to intense competition 
and abundant brand choices for consumers in the global market. Sustainable brand marketing sug-
gests that a strong brand identity is essential to compete in the luxury fashion market (Böcker & 
Meelen, 2017). This can be achieved through various means, including innovative and impeccable 
product craftsmanship, innovation in sustainable practices, exclusivity, recognizable style, and pre-
mium pricing (Legere & Kang, 2020). From the customer’s perspective, luxury brands offer multifac-
eted benefits, such as social status, identity affirmation, and a sense of belonging. To maintain a 
strong brand identity and relevant branding strategy, luxury firms have invested millions of dollars 
in developing comprehensive corporate brand identities, such as the top four conglomerates Prada, 
Gucci Group NV, LVMH, and Richemont Group. A successful corporate branding strategy allows lux-
ury firms to create distinguishable brands that attract customers’ preferences and loyalty (Kapferer 
& Valette-Florence, 2022).

In the context of this background, this theoretical paper is positioned. This paper aims to address 
two primary objectives. Firstly, it sheds light on the sustainability concerns that the luxury fashion 
industry is facing. Secondly, it seeks to comprehensively explore factors influencing sustainable luxury 
consumption and its role in helping luxury fashion marketers understand their consumers and develop 
sustainable marketing strategies (Athwal et  al., 2019; Kapferer & Michaut-Denizeau, 2020). Balancing 
survival goals with sustainability objectives is a significant challenge for luxury fashion marketers. 
Marketing theory and concepts must shift to address the negative impact of consumption (Hepner 
et  al., 2020;   Kaur & Arora, 2019). While some corporate sectors have actively adopted the sustainabil-
ity agenda, the luxury industry has lagged behind (Hashmi, 2017). This is interesting because the lux-
ury market is viewed as exacerbating socioeconomic disparities, igniting social instability, and ignoring 
environmental and animal welfare concerns (Kong et  al., 2021). This paper discusses sustainability mea-
sures that cover social, environmental, and economic aspects as outlined in the triple bottom line 
(TBL) model. While our study is focused on the luxury fashion sector, the insights presented in this 
paper are highly relevant to managers in other industries. By understanding their consumers better, 
luxury fashion marketers can develop sustainable business models that strike a balance between sur-
vival goals and sustainability objectives. Through this paper, we hope to encourage the shift towards 
sustainable practices in the luxury fashion industry (Amatulli, De Angelis, Peluso, et  al., 2021). By 
exploring the reasons why customers buy luxury goods and to what extent they are aware of the 
ethical implications of such consumption, we can help the luxury fashion industry transition towards 
sustainability and promote ethical consumption (Amatulli, De Angelis, & Donato, 2021; Dean, 2018; 
Kapferer & Michaut-Denizeau, 2020).

Thus, the paper starts with a discussion of the conceptual framework and an overview of the litera-
ture concerning Schwartz’s value dimensions and Theory of Planned Behavior (TPB). Followed by the 
conceptual framework, discussion and implications and finally, the limitations and future research scope 
of the study is provided in the last section.
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2.  Overview of literature

Based on the existing literature, there is a possibility for developing the idea of sustainable luxury and 
researching consumer and marketing trends in the luxury sector. This agenda is further extended and 
demonstrates the need for further research to support the sustainable growth of the luxury industry. 
Effective marketing tactics for future sustainable-luxury products are yet unknown, and a precise defini-
tion of sustainable luxury is still elusive. The research has shown that the luxury industry stands to win 
and lose significantly from moving toward more sustainable practices and that any sustainability plan 
must be in line with the core values of luxury, which include heritage, quality, longevity, and timeless-
ness (Jain & Mishra, 2020; Li & Leonas, 2019; Wang et  al., 2021).

2.1.  Sustainability

The broadly accepted definition of sustainable development is rooted in the principle of meeting current 
needs without compromising the ability of future generations to meet their own needs (Brundtland 
Commission. World Commission on Environment and Development WCED, 1987, p. 43). This foundational 
concept acknowledges the finite nature of resources and emphasizes the need for responsible manage-
ment to ensure their sustainability for future generations. In contemporary times, consumers exhibit a 
distinct preference for ethical and environmentally conscious products that align with their values and 
beliefs (Hennigs et  al., 2013; Jain & Mishra, 2020). As a holistic concept, sustainability extends beyond 
environmental considerations, encompassing aspects such as personal well-being, elevated quality of life, 
and a sense of responsibility toward the community (Pavione et  al., 2016). Consumers today actively seek 
out green products that not only resonate with their values but also contribute to a more sustainable 
and responsible lifestyle. Previous studies have categorized sustainable fashion consumption into socio-
cultural, ego-centred, and eco-centered values (Cervellon & Shammas, 2013). Moreover, luxury sustain-
ability customer values have been classified into financial, functional, personal, and interpersonal 
categories (Hennigs et  al., 2013). Ki and Kim (2016) revealed that intrinsic values related to personal style 
and social consciousness were significant drivers of sustainable luxury purchases. In contrast, environ-
mental consciousness did not significantly impact these decisions.

2.2.  Luxury and sustainability

Luxury and sustainability have traditionally been viewed as incompatible by consumers, as indicated by research 
conducted by Kapferer and Michaut-Denizeau (2014) and Kong et  al. (2016). However, since 2015, the luxury 
industry has drawn the attention of advocates for sustainable development, according to Johnstone and Tan 
(2015). Luxury consumers tend to view certain luxury items as inherently sustainable, as noted in various stud-
ies (Amatulli et  al., 2017; Diddi & Niehm, 2017). Scholars refer to this newfound compatibility between luxury 
and sustainability as ‘positive luxury’ (Winston, 2017), ‘green luxury’ (Kong et  al., 2016), and ‘responsible luxury’ 
(Janssen et  al., 2014). According to Kapferer and Laurent (2016), luxury goods must have rare raw materials, 
exceptional quality, noble components, and preserve artisanal practices across generations. Additionally, trans-
parency in manufacturing conditions is essential for luxury, as high quality that harms the environment cannot 
be considered true luxury. Thus, Kong et  al. (2016) argues that luxury products created locally by talented 
artists respecting the source of raw materials are consistent with sustainability. Many major luxury groups have 
also transformed their value chain into an eco-friendly one, including post-purchase recycling, according to 
Winston (2017) and Kapferer and Michaut-Denizeau (2020).

2.3.  Fashion and sustainability

There has been a prevailing assumption that fashion and sustainability are incompatible concepts. 
Fashion is often associated with constant change and innovation, leading to short production runs and 
fast style cycles, which can result in waste. In contrast, sustainability is related to enduring quality over 
time (Hashmi, 2017). However, some categories of luxury fashion, such as luggage, watches, or jewellery, 
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can leverage their heritage to produce high-quality, durable, and timeless products which can be sus-
tainable. In this context, luxury and sustainability can be interdependent, where both benefit from such 
a partnership. Moreover, merging sustainability and luxury appeals to customers, especially to new gen-
erations of consumers who value brands that incorporate sustainable practices as part of their values. 
Consumer behavior is shifting from self-indulgence to community concerns, from conspicuous consump-
tion to conscientious consumption, and from immediate gratification to concern for future generations 
(Jain et  al., 2017). Therefore, many luxury brands are including new practices and evolving sustainable 
business practices to meet the expectations of customers who are more sensitive to a brand’s sustain-
ability narrative.

Sustainability can also become a marketing strategy. A sustainable image can differentiate one brand 
from another, providing a competitive advantage. Sustainability practices require considering the entire 
value chain, which may require creating strategic partnerships with suppliers. By doing so, luxury brands 
can appeal to their customers’ expectations while also benefiting from a sustainable image.

2.4.  Major sustainability challenges and strategies

Luxury fashion companies must quickly recognize and respond to sustainability challenges and adopt 
sustainable models. This section discusses the significant sustainability challenges that fashion luxury 
firms face in three essential dimensions: social, environmental, and economic.

Regarding social challenges, the luxury fashion industry has been criticized for accepting dangerous 
working conditions in factories, engaging in gender inequality, and paying meager wages. The fashion 
luxury sector faces social challenges on two levels: Firstly, to safeguard the well-being of all employees 
(the firm-oriented approach), the organization should ensure that all actions enhance employees’ quality 
of life within the company while also being aware of arrangements across the entire supply chain. 
Secondly, to protect the well-being of society (the market-oriented approach), the concern should be for 
the whole industry, not just the firm. Market-level involvement ensures that decisions made at the indus-
try level are informed and beneficial for all stakeholders (Rattalino, 2018). To achieve this, firms in a 
particular market need to monitor trends in consumer attitudes and behavior continuously, changes to 
government regulations and policies at home and abroad, and emerging technological innovations. For 
instance,

LVMH, a conglomerate of luxury brands, has taken comprehensive steps towards sustainability. Brands under 
the LVMH umbrella, such as Louis Vuitton and Dior, have not only embraced sustainable materials and prac-
tices within their collections and marketing campaigns but have also recognized the imperative of addressing 
social issues. LVMH’s ‘Life 360’ sustainability strategy plays a pivotal role in guiding these efforts, illustrating a 
collective commitment not only to environmental responsibility but also to addressing social challenges that 
are inherent in the pursuit of sustainable luxury fashion. – Angevine et al. (2021)

Patagonia’s emphasis on quality and socially responsible consumption sets a noteworthy example. Their mar-
keting strategy, though not typical of luxury brands, underscores the company’s unwavering commitment to 
social values. By encouraging consumers to choose fewer, higher-quality items, Patagonia not only promotes 
responsible consumption but also fosters a community of conscientious consumers who prioritize ethical and 
socially responsible choices in the domain of fashion. – Rattalino (2018)

Environmental challenges are a significant concern for the luxury fashion industry as it relies heavily 
on unique and rare natural resources threatened by climate change, population growth, biodiversity loss, 
and excessive demand. This situation could impact the availability and cost of critical materials that affect 
the price of luxury goods. The fashion luxury sector faces two significant environmental challenges. 
Firstly, luxury firms must ensure and preserve natural resources used in production, which is crucial for 
maintaining their competitive advantage. This requires adopting new practices to regenerate ecosystems 
and secure the supply of raw materials. Secondly, luxury firms must find new types of sustainable natural 
resources or create substitutes for current raw materials through production and design innovations. To 
exemplify,

Gucci, a leading luxury fashion brand, has launched the ‘Gucci Equilibrium’ platform, dedicated to environmen-
tal and social sustainability. This initiative includes a commitment to carbon neutrality and the utilization of 
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sustainable materials such as ECONYL, a regenerated nylon fabric sourced from discarded fishing nets. Gucci’s 
marketing campaigns emphasize these sustainability efforts, appealing to eco-conscious consumers. – Hendriksz 
(2018)

Burberry, a luxury brand, has embarked on ambitious sustainability goals, with a commitment to achieving 
carbon neutrality by 2022. The ‘ReBurberry’ initiative centers on recycling and upcycling, while ‘Burberry 
Regeneration’ supports environmentally-focused youth projects. These initiatives take center stage in Burberry’s 
marketing campaigns, underscoring their unwavering dedication to sustainability. – Angevine et al. (2021)

On the economic front, luxury firms must take strategic and operational actions to become ecologi-
cally sustainable. They must go beyond reducing environmental damage and preventing pollution by 
finding innovative systems to produce, reuse, and exploit materials and products. For instance,

H&M, while not traditionally considered a luxury brand, has introduced the ‘Conscious Collection’ to provide 
sustainable fashion options at affordable prices. The marketing for this collection targets consumers seeking 
both affordability and sustainability in their fashion choices. – Whiting (2019)

Prada’s ‘Re-Nylon’ Project, with its focus on recycling ocean plastics to produce sustainable nylon products, is 
a pivotal driver of economic value within their marketing strategy. Prada’s campaigns emphasize the intersec-
tion of environmental responsibility and innovation, showcasing how sustainability can contribute to both 
brand success and economic prosperity in the luxury fashion industry. – Indvik (2016)

Measuring the impact of their environmental and social footprint is also essential. The most critical 
economic challenge facing the luxury fashion industry is to engage in the circular economy, which 
involves recycling and reusing materials in a closed-loop system. Luxury firms can manufacture without 
polluting by becoming eco-efficient and contributing to a more sustainable future. In conclusion, luxury 
fashion companies must navigate social, environmental, and economic sustainability challenges, as exem-
plified by industry leaders like LVMH, Gucci, and Burberry, while fostering innovation and responsible 
practices to ensure a sustainable and prosperous future.

3.  Existing theories

Fusion of the Schwartz Value Theory and Theory of Planned Behavior
Schwartz’s value theory is used for research on attitude and behavior with a preference for individuals’ 

or groups’ underlying ideals (Kaur & Arora, 2019; Pai et  al., 2022). The theory focuses on understanding 
the impact of values on consumers’ attitudes and behaviors surrounding the consumption of sustainable 
luxury products as exhibited in Figure 1. The foremost challenge people confront balancing their 
self-interest and pro-social and pro-environmental ambitions. Their dynamic structure motivates them 
with these dilemmas (person-focus versus social-focus).

Another theoretical framework employed in this study is the Theory of Planned Behavior (TPB) pro-
posed by Ajzen (1991), which integrates societal ideals and personal values into various consumer behav-
ior studies (Jain et  al., 2017; Simanjuntak & Putra, 2021). TPB was developed to enhance the Theory of 
Reasoned Action (TRA) and address its limitations (Ajzen, 1991; Kumar et  al., 2022). According to TPB, 
people’s attitudes toward behavior, subjective norms, and perceived behavioral control (PBC) all 

Figure 1. T he influence of culture on behavior.
Source: Adler (1997).
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contribute to their behavioral intention and subsequent behavior, as exhibited in Figure 2. Scholars have 
utilized TPB to investigate the relationship between ethical ideals and behavioral motivations (Brandão & 
Da Costa, 2021). Environmental awareness, knowledge, attitudes, and purchasing intentions have been 
examined in studies exploring the influence of ethical and materialistic values on consumers’ willingness 
to purchase counterfeit items (Kaur et  al., 2021).

This research relies on a combined theoretical framework comprising the Theory of Planned Behavior 
(TPB) and Schwartz’s value theory. These frameworks are employed to explore the correlation between 
Schwartz’s values (self-direction, stimulation, hedonism, achievement, power, security, conformity, tradi-
tion, benevolence, and universalism) and the components of TPB in the context of sustainable luxury 
fashion goods. The TPB provides a foundation for examining various constructs to elucidate consumer 
behavior (Ajzen, 1991). Building on existing literature, this study expands the TPB model to integrate 
cultural and Schwartz’s values dimensions within the facets of sustainable luxury, exhibited in Figure 3.

Figure 2. T heory of planned behavior.
Source: Ajzen (1991, p. 182).

Figure 3.  Conceptual integration of theory of planned behavior and schwartz value theory.
Source: Author (s) work.
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Furthermore, a positive correlation has been identified between attitude, subjective norm, perceived 
behavioral control, and consumers’ inclination to purchase luxury goods (Youn et  al., 2021). Customers’ 
perceptions of the brand, subjective norms, attitudes toward advertisements, engagement in eco-fashion, 
and environmental concern have been identified as antecedents to the intention to purchase environmen-
tally conscious clothing brands (Su & Tong, 2020). McNeill and Moore (2015) established a strong relation-
ship between one’s fashion perspective, peer pressure, and understanding of sustainable fashion when 
examining the link between attitude and behavior. The past research exclusively believes luxury’s economic 
and reputational aspects and fails to apprehend luxury purchases’ as the more individualized, subjective, 
and argumentative characters (Jain et  al., 2017; Wallace et  al. 2020). The strategies for sustainable-luxury 
marketing are yet largely undetermined, and a precise definition of sustainable luxury is indeed elusive. The 
prospect of different and conflicting viewpoints has increased as the luxury environment changes over time.

4.  Determinants influencing the intention to purchase sustainable luxury

The factors impacting the intention to purchase sustainable luxury; four significant categories may be 
used to group various aspects of sustainable luxury buying intention, including culture, self-oriented 
(personal) ideals, others-oriented (social) ideals, and economic benefit as exhibited in the Figure 3.

4.1.  Culture

Culture plays a significant influence on an individual’s behavior as evidenced by Jain (2019). In numerous 
studies, culture has emerged as a pivotal factor in elucidating consumer purchasing patterns for sustainable 
products. Figure 1 portrays the profound cultural influence on values, attitudes, and behaviors. Numerous 
studies have consistently highlighted the ‘individualism/collectivism’ dimension as the primary cultural fac-
tor for understanding variations in consumer behavior across different nations. According to Czarnecka and 
Schivinski (2021), individuals with higher collectivism scores are more inclined to support sustainable busi-
ness practices and attribute different values to recycling activities. This finding suggests that people from 
collectivistic cultures prioritize community-oriented behaviors and are more likely to invest in products that 
benefit their community (Rehman, 2021). In collectivist societies, group achievements, pro-social principles, 
and collective advantages hold greater significance compared to individual rewards. The preservation of the 
environment is seen as a means to advance society as a whole (Diddi & Niehm, 2017). On the other hand, 
individualistic cultures tend to exhibit an ego-centric value orientation, motivating individuals to preserve 
the environment based on personal interests (Amatulli et  al., 2017). Some studies have classified certain 
cultures as ‘ego-centered’ while others as ‘eco-centered’ (Henninger et  al., 2016). For example, consumers 
influenced by French and Italian cultures may exhibit a desire to showcase their environmental awareness 
as a means of self-expression and social status. They buy eco-friendly luxury goods to be recognised by 
society as conscious buyers. In other cultures, the primary drivers of sustainable luxury spending are eco-
nomic values, including superior quality, high end fashion brands, premium price and individual values, 
including hedonism, greater quality, health, and well-being (McCormick & Ram, 2022; Henninger et  al., 
2016). In light of the existing literature, the following propositions are made:

P1a: There is a considerable correlation between consumer culture and self-oriented (personal) ideals when 
buying sustainable luxury fashion items.

P1b: There is a considerable correlation between consumer culture and others-oriented (social) ideals when 
buying sustainable luxury fashion items.

P1c: There is a considerable correlation between consumer culture and economic values when buying sustain-
able luxury fashion items.

4.2.  Self-oriented (personal) ideals

Sustainability value centred on oneself is linked to consumer personality (Hennigs et  al., 2013;   Hyun & Ko, 
2017). Consumers who prioritize themselves emphasise the inner self since they are more self-aware in private 
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than in public. These customers strongly emphasise hedonistic, practical, and self-expression ideals (Jain & 
Mishra, 2020). According to Belk (1988), an individual’s personality and belongings appear to be associated with 
and a critical component of luxury consumer behavior. In recent years, the relevance of sustainability value has 
grown in consumers’ purchasing choices (Saraswati & Wirayudha, 2022). High-end consumers choose brands 
that should represent their worries and ambitions for a better future (Lou et  al., 2022). They demand that lux-
ury firms pay attention to moral concerns surrounding the purchase of luxury goods and provide substantial 
responses to problems of environmental and social responsibility (McCormick & Ram, 2022). Luxury brands 
with a reputation for sustainability are viewed as value enablers by conscious consumers as contrasted to 
vanity (Kale & Öztürk, 2016). Recently, luxury buyers have shifted from being ‘self-oriented’ to being 
‘sustainable-oriented’ (Jain et al., 2017). The link between individual ideals and sustainability has been examined 
by several researchers (Chi et  al., 2021; Tilley & Young, 2006). The present research delivers the self-oriented 
ideals listed below as the preliminary driving powers behind customers’ adoption of sustainable luxury goods:

4.2.1.  Self-directed ideals
The literature also exhibits that self-orientation, in addition to social orientation, is a significant driving 
force behind purchasing luxury goods (Atkinson & Kang, 2021). The research indicates that the factors 
that precede self-orientation toward the consumption of luxury brands include self-directed gratification, 
self-gift giving, congruity with the inner self, and quality assurance. Research in a western setting has 
revealed that the primary drivers behind purchasing luxury items are personal objectives like self-directed 
pleasure and perfectionism (Chi et  al., 2021; Park & Ahn, 2021). According to Shukla et  al. (2022), many 
consumers purchase luxury goods for their own self-directed needs rather than for display. Such consum-
ers have recently shown a greater interest in responsible consumption (Wang et  al., 2018). Therefore, the 
following proposition is made in light of the above-cited literature:

P2a: There is a considerable correlation between Self-directed ideals and customers’ attitudes when buying 
sustainable luxury fashion items.

4.2.2.  Stimulation potential
Consumers who view fashion as crucial to their sense of self and seek constant ‘newness’ in fashion are 
not likely to purchase sustainable clothing (McNeill & Moore, 2015). They care primarily about the prod-
uct’s cost and aesthetics than about how it will affect the environment (Sun et  al., 2022). However, few 
studies show that luxury customers who want to feel happy and not guilty when purchasing a luxury 
brand are stimulated by sustainable consumption (Agapie & Sîrbu, 2020; Eastman et  al., 2021; Teona 
et  al., 2020). They invest in their health and well-being to find value beyond the product (Hashmi, 2017). 
In light of the preceding literature, the following proposition is made:

P2b: A considerable correlation exists between consumers’ stimulation potential and attitudes when buying 
sustainable luxury fashion items.

4.2.3.  Hedonic value
The hedonic value is crucial to the perceived usefulness obtained from luxury things (Ekawati et  al., 
2021). Hedonistic consumers want to express themselves and are ready to pay a premium for luxury 
goods. Wang et  al. (2018) stressed that hedonic experiences, particularly in personal motives for luxury 
purchasing, are fueled by positive emotions like feeling good or happy. However, according to Cervellon 
and Shammas (2013), luxury comes with a psychological price that they classify as ‘guilty pleasures’ that 
could cause unhappy feelings following the purchase. To enjoy themselves ‘guilt-free’, an increasing num-
ber of consumers are purchasing sustainable luxury goods. According to a study by Ki and Kim (2016), 
sustainable luxury purchases have a more emotional impact on luxury customers than standard ostenta-
tious luxury purchases. Emphasis is positioned on ‘valuing and knowing the object’ in a sustainable fash-
ion (Bae & Jeon, 2022). It strongly emphasises providing customers with unforgettable experiences by 
educating them about the complete sustainable value chain that an ethical product travel through. A 
hedonic consumer’s value system is ingrained with ethical consumption (Manchiraju & Sadachar, 2014). 
Therefore, the following proposition is developed in light of the previous studies:
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P2c: A considerable correlation exists between consumers’ hedonic value and attitudes when buying sustain-
able luxury fashion items.

4.2.4.  Universalistic ideals
Ideals that promote understanding, tolerance, appreciation, compassion, and preservation for all individ-
uals and the environment welfare are referred to as universalistic (Jain & Mishra, 2020). Millennials hope 
to justify their expensive purchases by promoting societal progress (Dabas & Whang, 2022). The defini-
tion of luxury has changed from ‘material’ to ‘immaterial’ in many societies (Hashmi, 2017). Among the 
new generation of fashion buyers, luxury businesses that ‘concurrently respect craftspeople and the envi-
ronment’ foster more profound pro-sustainability ideals (Park & Ahn, 2021). Individuals’ perspectives on 
social and environmental issues are influenced by universalistic ideals (Ramasamy et  al., 2020). Numerous 
researchers in several fields have found a strong link between responsibility towards society and the 
environment and universalistic beliefs (Eastman et  al., 2021). Therefore, the following proposition is 
developed:

P2d: A considerable correlation exists between consumers’ universalistic values and attitudes when buying sus-
tainable luxury fashion items.

4.3.  Others-oriented (social) ideals

For decades, luxury has been employed to represent the social self. The urge to ‘buy to impress others’ 
was once thought to be the primary driver behind purchasing luxury goods (Dubois et  al., 2021). 
According to Jain (2019), the main factor influencing the consumption of luxury items is vulnerability to 
the peer-group effect. Ramchandani and Coste-Manière (2012) described the consumption of sustainable 
luxury goods in public as philanthropic and pro-environmental behavior. However, they also suggested 
that this behavior might hold for developing nations like India and China, where conspicuity, imitation, 
and word-of-mouth significantly impact the luxury product market.

Likewise, Cervellon and Carey (2011) discovered that sustainable consumption has become a new 
type of conspicuous consumption in some societies. According to Casadei and Lee (2020), individuals 
are now spending money on ‘green to be seen’ as opposed to in previous eras when they would spend 
money to exhibit their wealth (Kapferer & Michaut-Denizeau, 2020). In essence, showing one’s concern 
for the environment is fashionable right now. Sustainable goods enable people to be recognized for 
their social contributions (Cervellon & Shammas, 2013). Subjective standards exert social pressure on 
people to act in an environmentally responsible way (Legere and Kang, 2020). Luxurious consumption 
transforms from a showy effort into an intellectual pursuit when aspiration is refocused from affiliation 
with a thing to association with a purpose. According to Kapferer & Michaut-Denizeau (2020), as psy-
chological complexity increased, people became more concerned about others and the environment 
than themselves (Agapie & Sîrbu, 2020). According to a thorough analysis of the literature, this study 
identifies the following values as the main driving forces behind consumers’ adoption of sustainable 
luxury goods.

4.3.1.  Power
According to earlier studies, buying luxury goods is a highly communicative activity. Consumers purchase 
luxuries to display their positions, wealth, class, and economic and social power (Aw et  al., 2021). Koo 
and Im (2017) investigated how the consumption of luxuries offered a code that assisted people in com-
municating their positions and power to attract attention and favor from society. Power is the ability to 
influence people while resisting external pressure to submit to influence (Rehman, 2021). Few studies 
have shown that influential people have a greater desire to resist external normative influence, which 
raises the risk that they may act socially unacceptable (Kim and Oh, 2020). Individuals who indulge in 
luxury to enhance their status and influence may thus transgress social norms related to moral and eco-
logical consumption (Beckham & Voyer, 2014). According to several studies, adopting eco-friendly fashion 
brands by well-known luxury consumers can inspire others to embrace pro-environmental and pro-social 
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behaviors (Khandual and Pradhan, 2019; Kumar et  al. 2022). Therefore, the following hypothesis is devel-
oped in light of the earlier works:

P3a: A significant relationship exists between subjective norms and power regarding customers’ purchases of 
sustainable luxury fashion products.

4.3.2.  Achievement
Conspicuous consumerism is consuming luxury items publicly to flaunt money, success, and status (Bian 
& Forsythe, 2012). When it comes to gender, men buy luxury goods predominantly to show off their 
degree of achievement and competence in the workplace. However, the primary motivators for women 
are quality, individuality, and social value (Pavione et  al., 2016). According to Su and Tong’s (2020) 
research, peer pressure is especially prevalent among young individuals who frequently seek the atten-
tion and prestige of expensive products. Consumer interest in sustainable or environmentally friendly 
products has recently increased (Kim et  al., 2015; Maloney et  al., 2014). They are willing to spend a pre-
mium for sustainable luxury designed to promote their prosperity and economic performance in society 
(Athwal et  al., 2019). The distinctive quality of a product is represented by its sustainability. Going green 
or eco-friendly to be noticed in society or sustainability enhances a user’s societal standing, according to 
Khandual and Pradhan (2019). In light of the earlier research, the following hypothesis is developed:

P3b: A significant relationship exists between subjective norms and achievement regarding customers’ pur-
chases of sustainable luxury fashion products.

4.3.3.  Security
Bekimbetova et  al. (2021) assert that people’s surroundings and interactions with others in their refer-
ence group greatly influence and govern their behavior. Dubois et  al. (2021) argues that preserving one’s 
looks and purchasing upscale items are interconnected. He thought that one way to show respect and 
appreciation to one’s family and the greater community was to display the visible results of one’s achieve-
ments and success. Primarily, East Asian consumers engage in luxury spending and other perceived 
means of maintaining social standing and sustaining good relationships in society and across communi-
ties (Han et  al., 2017; Rehman, 2021). People who identify as ‘social’ feel comfortable spending money 
on luxury items that are ‘sustainable’, ‘organic’, and ‘ethical’ as sustainability becomes the new big thing 
(Bekimbetova et  al., 2021). In light of the preceding studies, the proposition that follows is developed:

P3c: A significant relationship exists between subjective norms and security regarding customers’ purchases of 
sustainable luxury fashion products.

4.3.4.  Conformity
Social value is defined as a person’s desire to acquire expensive items representing adherence to the 
group (Amatulli et  al., 2017). The opinions of others exert a significant impact on individuals who con-
sider themselves to be ‘social’. In comparison, the cost has a more negligible influence on their buying 
decision. They are influenced by cultural norms and peer pressure to engage in sustainable fashion pur-
chases (McNeill & Moore, 2015). Sustainable fashion consumers are influenced by many desired out-
comes, including aesthetic fulfilment, self-expression, and group dynamics (Agapie & Sîrbu, 2020). Thus, 
the following proposition is proposed:

P3d: A significant relationship exists between subjective norms and conformance regarding customers’ pur-
chases of sustainable luxury fashion products.

4.3.5.  Tradition
Countries differ in terms of their cultures and customs, and as a result, the sustainability strategies used 
in various countries vary greatly (Dubois et  al., 2021). Sustainable luxury promotes the resurgence of 
luxury’s original meaning, emphasising regional customs and craftsmanship, the know-how of old cus-
toms and traditions. Sustainable luxury supports local artisans and craftsmanship in multiple ways (Kale 
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& Öztürk, 2016). Numerous luxury brands participate in social and environmental activities to support a 
more significant cause. For instance, Louis Vuitton bases its social responsibility on four guiding princi-
ples: eliminating discrimination, fostering local traditions, improving talent development and working 
conditions, and workplace well-being. Thus, based on the given literature, the following hypothesis is 
proposed:

P3e: A significant relationship exists between subjective norms and tradition regarding customers’ purchases of 
sustainable luxury fashion products.

4.3.6.  Benevolence
When it comes to protecting and increasing the well-being of individuals with whom one is in frequent 
intimate contact, one is said to have benevolent principles (Ramasamy et  al., 2020). Consumers make 
ethical decisions because of benevolent principles, which prioritize the well-being of others over one’s 
own. Benevolent values are evaluated based on the importance that a person attaches or assigns to 
elements like kinship, nobility, and sincere relationships (Diddi & Niehm, 2017). It was discovered that 
benevolent principles were essential for consumers in countries like the US to purchase fair trade goods. 
Consumers who prioritize altruistic principles are more likely to be swayed by essential people in society 
and their personal lives (Diddi & Niehm, 2017). Few wealthy customers are rethinking and rearranging 
their priorities to make their fashion purchases less obvious and more sensitive towards society and the 
environment (Bhardwaj & Bedford, 2017; Teona et  al. 2020; Wang et  al., 2021). Few pro-environment 
consumer studies (Bae & Jeon, 2022) also believed that a small percentage of wealthy customers make 
purchases out of an obligation to uphold moral principles rather than selfish interests (Agapie & Sîrbu, 
2020). Due to consumers’ move from ‘conspicuous value’ to ‘conscientious value’, luxury brand marketers 
recently altered their business models to focus on sustainability (Wang et  al., 2021). Therefore, the fol-
lowing proposition is developed:

P3f: A significant relationship exists between subjective norms and goodness regarding customers’ purchases 
of sustainable luxury fashion products.

4.4.  Economic value

Customer attitudes are central to this study, defined as individuals’ overall evaluation of a product or 
service, influenced by their beliefs, feelings, and behavioral intentions (McNeill & Moore, 2015). In this 
research, we employ the Theory of Reasoned Action to understand how these factors influence customer 
attitudes. Researchers should consider the significant relationship between subjective norms and atti-
tudes while evaluating reasoned behavior theory. Jain (2019) states that norms prescribe not only per-
ceptions and attitude but also behavior. Jain and Mishra (2020) suggested that normative and attitudinal 
variables might be interrelated and provided crucial support for these findings. There has not been much 
research in the domain that shows how subjective norms can affect attitude (Saraswati & Wirayudha, 
2022). According to Chi et  al. (2021), social influences and the formation of attitudes are not indepen-
dent processes. According to Ekawati et  al. (2021), customers’ attitudes about sustainability in the fashion 
products they buy are influenced by their concern for the well-being of society and the environment. 
Therefore, the following proposition is made based on the given arguments:

P4a/P4b: Subjective norms (P4a) and attitudes (P4b) have a huge impact on consumer decisions to purchase 
sustainable luxury fashion products.

By purchasing luxury products that will last, keeping the brand’s tradition into the future, consumers 
hope to obtain economic value (McCormick & Ram, 2022). Customers who pay a premium price for 
products anticipate superior quality and that these high-end fashion brands would do their part to pro-
mote social and environmental responsibility. Hansen et al. (2016) found that of 30000 people in 60 
countries revealed that 55% of respondents were prepared to pay more for goods and services from 
socially and ecologically conscious brands (Johnstone & Tan, 2015). Furthermore, a 2019 research by the 
Luxury Institute found that 57% of wealthy Americans were prepared to pay more for sustainable 
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companies. Future luxury buyers will be seen as having the means and the will to care about societal 
and environmental benefits (Lou et  al., 2022). Therefore, the following proposition is proposed:

P5: A significant relationship exists between perceived behavioral control and economic value regarding cus-
tomers’ purchases of sustainable luxury fashion products.

5.  Discussion and implications

The main objective of this study is to comprehend customers’ attitudes and intentions towards purchasing 
sustainable luxury products and the associated marketing strategies. The study categorizes sustainable lux-
ury consumption into two dimensions: personal (self-oriented) and social (others-oriented) ideals. This study 
holds significance for both managerial and theoretical domain. This study begins by presenting a compre-
hensive and systematic exploration of the personal and social ideals influencing consumers’ decisions to 
acquire sustainable luxury goods. It elucidates how individuals may have distinct motivations for choosing 
sustainable luxury items. While the influence of significant others may guide some consumers, others make 
purchasing decisions based on their own preferences (Eastman et  al., 2021). Therefore, marketers should 
have a realistic understanding of these dynamics and develop communication strategies accordingly.

Following this, the study concentrates on an integrated conceptual model that offers a holistic per-
spective and comprehension of the factors that shape customers’ attitudes towards the intention of buy-
ing sustainable luxury products, drawing upon the existing literature. The buying intention is influenced 
by four key factors: culture, personal values (self-oriented), social ideals (others-oriented), and economic 
factors (Han et  al., 2017). The conceptual framework delineates the impact of culture on both personal 
(self-oriented) values and social (others-oriented) values concerning the acquisition of luxury goods 
(Legere & Kang, 2020). Self-oriented values encompass aspects such as self-direction, stimulation, hedo-
nism, and universalism. On the other hand, others-oriented values include power, achievement, security, 
conformity, tradition, and benevolence. Economic value signifies consumers’ willingness to pay a pre-
mium for sustainable luxury goods. This study endeavor to integrate the cultural and Schwartz value 
dimensions into Ajzen’s Theory of Planned Behavior (TPB). The goal is to present a behavioral framework 
that enhances our understanding, analysis, and explanation of consumer purchasing behavior for sustain-
able luxury fashion goods (Park & Ahn, 2021).

The current research aims to present a behavioral framework that assists in understanding, analyzing, 
and explaining consumers’ purchasing behavior in the context of sustainable luxury fashion consumption. 
Furthermore, it seeks to integrate the cultural component with Schwartz’s value dimensions and Ajzen’s 
Theory of Planned Behavior, as highlighted by Pai et  al. (2022). Lastly, by comprehending the factors influ-
encing the purchase of sustainable luxury goods, luxury brand managers can adapt their marketing strat-
egies and enhance their companies’ brand value. Sustainable luxury enterprises can attract, involve, engage, 
and retain customers by crafting marketing strategies aligned with consumers’ beliefs and motivations sur-
rounding sustainable purchasing behavior, as proposed by Legere and Kang (2020).

The study endeavors to assist marketers in comprehending how individuals from diverse cultural back-
grounds perceive the purchase of sustainable products—a perception that may significantly differ. 
Existing literature confirms that in socialist cultures, ‘anthropocentric value orientation’ governs environ-
mental protection, whereas in individualistic societies, ‘egocentric value orientation’ prevails (Amatulli 
et  al., 2017). These findings underscore the crucial importance of developing country-specific marketing 
strategies for sustainable products while considering cultural norms within society.

6.  Conclusion, limitations and scope for future research

This study has illuminated the valuable insights into consumer attitudes and intentions towards sustain-
able luxury products and marketing strategies. Our research categorized sustainable luxury consumption 
into personal and social ideals, offering valuable insights into consumers’ motivations. Culture, personal 
values, social ideals, and economic factors collectively influence intentions to buy sustainable luxury 
products, as depicted in our integrated model. Notably, culture plays a pivotal role in shaping ideals 
associated with luxury consumption (Indvik, 2016).
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In examining our claims, this study did not distinguish between social, economic (such as labour 
rights and community development), and environmental (such as resource exploitation) sustainability. 
Instead, our focus encompassed sustainability as a broad, overarching concept. While this choice aligns 
with previous studies, particularly those by Kapferer and Michaut-Denizeau in 2017 and 2020, which 
similarly considered sustainability in a generalized framework to test their hypotheses, it may curtail the 
generalizability of our findings. Moreover, our research concentrated specifically on the sustainable luxury 
fashion market. Expanding the scope to include other luxury sectors such as food, travel, housing, auto-
mobiles, among others, could offer a more comprehensive understanding of consumer behavior. Exploring 
additional factors that influence luxury consumer behavior, including beliefs, moral standards, and ethics, 
could provide valuable insights into their impact on attitudes, intentions, and purchasing behaviors 
related to sustainable luxury items.

In terms of future research directions, there is an opportunity to investigate the influence of demo-
graphic variables such as age, income, gender, and education on consumers’ decisions to purchase sustain-
able luxury goods. To further strengthen the proposed framework, future research should prioritize 
reinforcing its theoretical foundations and addressing the propositions’ bases. This involves a more in-depth 
exploration of existing theories or the development of new frameworks that align with the complexities of 
the luxury fashion industry. Additionally, empirical studies, utilizing both quantitative and qualitative meth-
ods, play a crucial role in validating the proposed relationships and providing practical insights. Moreover, 
a longitudinal study could be undertaken to unravel how shifts in cultural dynamics over time impact the 
moral behavior of luxury consumers. These considerations underscore the need for a more nuanced and 
expansive exploration of the multifaceted aspects influencing consumer choices in sustainable luxury.
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